INTRODUCTION
Customer's repurchase intention (RI) is consider by both academicians and practitioners to be one of the critical success factors for online retailing with its implications for cost savings and gain profitability for business's stakeholders. Heinemann & Schwarzl, (2010) and Sherman & Topol (1996) found that marketing, retailing and information technologies will be brought together and enjoy positive synergy to create value for business's stockholders. Relatively, a substantial body of research showed customer must purchase four times at an online store to make profits from that customer (Chao-Min, Chen-Chi, Hsiang-Lan, & Yu-Hui, 2009) . In this study post-adoption of online shopping and customer retention and loyalty are used interchangeably. "Internet marketing or online marketing could be defined as the entire process of building and maintaining customer relationships through the online activities to facilitate the exchange of ideas, products and services that satisfy the goals of both buyers and sellers or create value for both side" (Muhammad Najib, Zaharah, & Azlina Mohd, 2010) .
The development of Multimedia Super Corridor (MSC) in Malaysia has attracted so much attention on the accomplishment and development of internet practice in all industries' performance (Armesh, Salarzehi, Yaghoobi, Heydari, & Nikbin, 2010) . According to Yang & Lai (2006) a better understanding of consumer behavior allows marketer to design effective marketing strategies because the Internet provides marketers much more data and information about customers in comparison with offline shopping so, as a result this issue has brought marketing management into a new age. In contrast with previous related studies, the area of this study is a combination of consumer behaviour insight and also strategy related. Grewal & Levy (2007) (Chuanlan & Sandra, 2010) .
Continued usage (continuance) of the information technologies (IT) is a key research issue in the information systems (IS) field (Hsu, Yen, Chiu, & Chang, 2006) . It is important to study the factors that influence individuals' post-adoption behavior and attitudes, in regard to the significant influence of continued usage on the long-term viability and profitability of an Information Technology enterprise like online retailers (Blanca, Julio, & Martín, 2011; Blery et al., 2009; Chai Har, Uchenna Cyril, & Nelson Oly, 2011) . Besides, researchers seldom study the effect of particular online shopping on undergraduate student (Dan & Xu, 2011) . In fact, university students have a higher level of knowledge and access Internet more frequently in the university, they are full of curiosity and are willing to accept new things (Peng, Wang, & Cai, 2008) . It is argued that although students are not earning, but they are representative of a future earning population, and so their opinions are valid (Chang & Chen, 2008; Dan & Xu, 2011; Hart, 2008; Talal, Charles, & Sue Vaux, 2011) .
Problem statement in this study is "understand attitudes and behaviour of repurchase intention of multiracial university students in Malaysia". Through a meta-analysis "A+" level marketing journals published between 1996 and 2007 (Taylor & Strutton, 2010) proposed future research direction (and also research framework of study) that is the problem statement of this study. Consequently, this study is driven by exploratory and descriptive object in the hope to explore new area of study that's suggested by many scholars like (Chuanlan & Sandra, 2010) and directly by (Taylor & Strutton, 2010) . Moreover, the objectives of this study are as follow: 1) To understand factors influencing attitudes and behaviour of repurchase intention of multiracial university students in Malaysia (proposed by Taylor & Strutton (2010) and 2) To examine the impact of pre-purchase user perceptions of attributes, pre-purchase user attributes and post-purchase user attributes on repurchase intention of multiracial university students in Malaysia.
THEORETICAL RESEARCH FRAMEWORK
Drawing upon the literature in internet marketing, online retailing, information systems, information technology, computer in human recourse, this study examines the modelling of consumer shopping behaviour in post adoption era or repurchase tendency of online shoppers. Repurchase tendency represent the customer's self-reported likelihood of engaging in further repurchase behaviour that is the focus of this chapter (Hong-Youl, Swinder, & Siva, 2010) .
Pre-Purchase User Perceptions of Attributes
In the following sentences, these attributes are explained to understand their impact on repurchase behaviour intention (BI) of online shopper.
Perceived Usefulness (PU). In TAM, PU and PEOU are considered distinct factors influencing a user's attitude toward using that technology (Yuan, 2009 ). Users may continue using an internet service if they consider it useful, even if they may be dissatisfied with their prior use (Talal, et al., 2011) . Clearly, all users of internet are looking to get more productivity and feel useful by moving from market space to marketplace. Perceived usefulness is expected to be influenced by perceived ease of use because, other things being equal, the easier it is to use a system, the more useful it can be (Venkatesh & Goyal, 2010) . So, we hypothesize:
H1. There is a significant relationship between PU and RI.
Perceived Ease of Use (PEOU).
Drawn from the technology acceptance model (TAM) that was introduced and developed by Davis et al., (1989) ease of use in website was considered to be one of the influential elements in this research framework. Lu, et al., (2011) support the moderating effect of online shopping experience on the relationships between PEOU, PU, and attitude toward Web sites because users with more Internet experience are usually exposed to more Web sites and they are more H2. There is a significant relationship between PEOU and RI.
Perceived Value. In the last recent years as the concept of customer value has attracted rising attention both for marketing researchers and practitioners, more enterprises started to take customer value strategies in order to increase profits and ensure sustainable development in their core businesses (Tang & Zhang, 2010) . "Honesty, integrity, trust and justice are cornerstone values in contemporary business" (Maaja & Krista, 2011) . According to Lindman (2010) as value creation for target customers has become an important element in contemporary business management, knowledge about customer value which customers actually perceive becomes a strategic asset to gain strategic competitiveness. How much the customer values the product offering is critical to the success of any firm (Caruana & Ewing, 2010) . We hypothesize:
H3. There is a significant relationship between Perceived value and RI.
Perceived Risk. Pervious literatures show that perceived risk is a key factor that influences purchase and repurchase intention of online shoppers (Peng, et al., 2008) . Clearly, the level of perceived risk that a customer associates with a buying decision is higher in online shopping than in traditional shopping (Sonia San, Carmen, & Rebeca San, 2011) . The effect of customer trust on purchase intentions is possibly mediated by perceived risk, at least when the e-commerce activity involves inexperienced customers who examine a variety of websites some of which are not well known (Gefen, Karahanna, & Straub, 2003) . It is negatively influenced by high perceived risk (Patricia, Victor, & Stanley, 2005) . We hypothesize:
H4. There is a significant relationship between perceived risk and RI.
Pre-Purchase User Attitudes
Another key operational variable that has significant impact on online shopper is pre purchase user attitudes. In fact, the online attitudes of user determine their level of shopping both to retain on single online vendor and replace their online shopping portal. Chang Liu, et al., (2005) state little empirical research has been done to examine the relationship among the three constructs-privacy concerns, trust, and behavioural intentions. Accordingly, the theoretical relationship between privacy of personal information and trust has received limited research focus (Mary Ann & Sherry, 2011).
Trust. According to Chiou & Pan (2009) perceived trust of the online customer is very important in retaining shoppers and this issue demonstrated the importance of building asset specificity in increasing customer retention and loyalty. The importance of trust in exchange contexts is being recognized from years ago in marketing context (Andaleeb, 1995) . Accordingly, most studies of trust in online business models have tended to focus on trust as an antecedent to initial web usage or acceptance, and "have devoted little attention to its effects on continued usage" (Wang & Chiang, 2009 ). In short, previous studies on internet trust were remarkable but they did not deal with the development of trust in continuous period of time (Ji-Seok, Jae-Nam, & Hoffmann, 2008). We hypothesize:
H5: There is a significant relationship between Trust and RI.
Privacy Concern. According to Dinev & Hart (2005) privacy concern is another critical factor in the online area which impact need to be fully understood and adequately studied. Privacy refers to the degree to which the online shopping web site is safe and protects the customers' information (Badrinarayanan, Becerra, Kim, & Madhavaram, 2010; Chao-Min, et al., 2009) . In Malaysia many buyers appear to be afraid to purchase products online due to fears of lack of privacy and possibility that online retailers will misuse their personal information (Chai Har, Uchenna Cyril, & Nelson Oly, 2011). We hypothesize:
H6. There is a significant relationship between Privacy concern and RI.
Internet Interest/Literacy/Affinity. While IT literacy is an important factor in digital divide research, and studies examine user characteristics with respect to IT literacy, few studies make the process of basic IT literacy acquisition their main focal point (Ferro, Helbig, & Gil-Garcia, 2011 Reynolds (2006) states that consumers often switch brands due to boredom despite being highly satisfied and this problem is especially true in retailing and generally results from consumers losing interest and becoming bored with stores. In addition, internet literacy is also closely related to computer literacy, which is now of great importance in everyday life (Dinev & Hart, 2005) . We hypothesize:
H7: There is a significant relationship between Internet literacy/affinity and RI. (Román, 2010) found that ''learning more about the critical relationship between e-satisfaction and eloyalty should be a top priority for scholars and practitioners". Another important factor mentioned is literature and suppose to impact on online customer retention and loyalty is post purchase customer attitudes. In the real world satisfaction is a big issue to be understood by businesses both offline and online. In the following section satisfaction, expectation and experience are explained. According to Dwayne, et al., (2004) "satisfaction is the most critical factor to the explanation of customer retention and loyalty".
Post-Purchase User Attitudes

Satisfaction.
Most studies on customer satisfaction focus just on the forming mechanism and process of satisfaction. Little studies have examined satisfaction concept from its origin (Ye, Zhang, & Zan, 2009) . Satisfaction has been seen as the major determinant of subsequent loyalty, with positive consequences for company performance (Finn, Wang, & Frank, 2009 ). Loyal customers are important because they contribute to the profitability of the service providers. We hypothesize:
H8: There is a significant relationship between satisfaction and RI.
RESEARCH METHODOLOGY
The theoretical framework of this study has been built on TAM proposed by Davis (1989) and developed in 2010 by Taylor & Strutton. (Taylor & Strutton, 2010 ) declared that their model should be use to conduct more study in post adoption online behaviours.
Sampling Method
The target population of this research were university students (age: 18-31) both male and female to understand and predict e-attitude and e-behaviour in post adoption era. The sampling design was random sampling technique used in this study proposed by (Kwek Choon, Lau Teck, & Tan Hoi, 2010; Tan, Yan, & Urquhart, 2007) .
Data Collection Method and Determine Necessary Sample Sizes
Based on (Hong-Youl, et al., 2010 ) the important criteria for selecting respondents for the sample are: 1) Minimum of twelve months' experience shopping on the internet 2) At least one purchase within that period and 3) Age 18 to 31. 220 e-mails were sent to respondents from which 180 questionnaire were collected. From this method a total of 43% of data were collected. Secondly, questionnaires were embedded in Facebook for the others who didn't receive the survey via email. Therefore 180 questioners were collected through Facebook (43%). The overall sample size were 318 respondents which were collected within thirty one (31) days.
Measurement of Variables
The questionnaire and its scaling were developed and modified based on validated and reliable existing empirical studies carried out by various scholars (See appendix). To measure PEOU, 3 items were adopted from (Chao-Min, et al., 2009) , to measure PU 3 items were adopted from (Hausman & Siekpe, 2009) , 3 items to measure satisfaction adopted from (Chang & Chen, 2009) , to measure trust 3 items were adopted from (Chao-Min, et al., 2009) , to measure privacy concern 3 questions adopted from (Yu-Hui & Stuart, 2007) , to measure Perceived value 5 items from (Chai Har, et al., 2011) , to measure Perceived risk 4 items were adopted from (Sonia San & Carmen, 2009 ) to measure Internet literacy (IL) 3 questions were adopted from (Dinev & Hart, 2005) and to measure Repurchase intention (RI) 3 questions were adopted from (Chao-Min, et al., 2009 ).
Validity and Reliability
The survey questionnaire was adopted and modified from the questionnaire constructed by validated empirical studies. Subsequently, the reliability analysis was conducted with the results of Cronbach alphas of more than 0.7. Prior to the distribution of the final questionnaires, a pilot study was performed at Multimedia University, Cyberjaya Campus as the pilot study population. Thirty (30) respondents participated in this process.
RESULTS
The respondents of this study were under-graduate and post-graduate students from four (4) universities in Malaysia which includes: (1) MMU, (2) UKM, (3) UTM and (4) UPM. 
Hypotheses Testing
This research seeks to examine the repurchase intention of students who are studying in four major universities in Malaysia. Then the data was analyzed to measure the hypotheses empirically. Table 2 displays the summary of all eight (8) hypotheses tested in the study. 
DISCUSSION OF RESULTS
This research focuses on attitudes and repurchases behavioural intention of Malaysian university students and contributes to the literature in assessing and explanation of this issue. Consumer attitudes are often acknowledged to mediate the link between consumer values and behaviour (Hansen, 2008) . In this light, this research begins with explanation and drawing literature about online marketing strategy and its relationship with online consumer behavioural intention. Based on literature review and proposed models (Taylor & Strutton, 2010) in consumer behaviour an integrative model was chosen to understand online shopper re purchase behavioural intention. The questionnaire was created based on the modification of tested and validated research instruments obtained from the literature in relevant studies.
Research Contribution
This study confirms that the Internet marketing capabilities have passed the point where they represent mere nice-to-haves. Instead, such capabilities now represent absolute musts for all kind of businesses in different industry. The reason to state above statement is because among target population (318) of this research, 246 (77%) state they will continue purchasing from their experienced online retail that purchased before but the rest of the respondents (23%) state they will not purchase again on the online retail that they bought within one year. (2010) . This study carries out with primary research to examine whether there is a relationship between proven variables that they suggest or not (See Figure 5 .1). According to this study the significant relationship were not proven as Taylor & Strutton (2010) suggested in their study. In fact, this study just proved the significant relationship between PU, PEOU, privacy concern, internet literacy, satisfaction with RI. Accordingly, the relationships between perceived value, perceived risk, trust and RI in this study are not proven.
Managerial Implications and Recommendations
This study provides internet marketing managers with useful and important knowledge to increase shoppers' intention toward online shopping. The findings of this study enable a better understanding of online shoppers relevant to market segmentation variables to enhance internet marketing strategy based internet consumer behavioural intention. Manager should target consumers based on prior experience with online vendors as discussed in this study. In addition, targeting solely just Malaysian local students is a mistake. Accordingly, other nationality like Iranian, Arabian and African are also a big segment to be considered in this light. Online retailers' managers should understand that the attitudes of online shoppers are affected by information that they want from customers. For example, online retailers should not get all information about customers that are not necessary. The needed information about targeted customer should be taken, therefore customer will feel better. The marketer could give free information during purchase process of online shopper to make shopper transaction more useful. Opt-in Marketing and Conveniences of post-sales services could influence consumer behaviour intention in this prospect. The best practice ever done is airasia.com.my. Through opt-in marketing airasia.com.my send the information about online discount and new flight schedule to who subscribed before. This way prevents spam e-mail therefore customer perceived useful. The online marketer should understand that perceived Beauty of Simplicity of online shopper should be managed in the right way. The layout and forms of interaction by customer must perceive comfortable.
Limitations and Directions for Future Research
Future research should employ longitudinal study to carry out the relationship that exists between present and future behaviour 2)This study focused on B2C trading and did not consider the other categories of e-commerce (Chang & Chen, 2009 ). 3) Research proposed that university students as respondents are not representative of all consumers so; future study is needed to filling this gap by targeting both students and professionals in different cultures. 4) This study did not compare shopper continuers and discontinuers. Future studies should examine the behaviour of both groups by using statistical methods.
